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Say hello to
Gen Z.
Generation Z (born 1997 to 2011 – or close to) or Gen Z for the purpose
of this report is the latest defined generation to independently be
spending in the hospitality sector. In our last age-related report we spoke
about the how the spend of The Golden Years demographic (65+) was
becoming more influential in the sector and, although this is the case, it
doesn’t mean other generations can be ignored. The amount of 18-24 year
olds in the country has actually increased in the last 20 years, but the % of
them as part of total population has decreased. Taking this into
consideration, alongside the high frequency in which Gen Z interact with
the hospitality sector, and the fact that the only net gain in disposable
income of any generation over the last year can be seen in Gen Z’s pay-
packets and we have ourselves a very important (and valuable) customer. 

No generation is to be ignored or solely prioritised but this report
addresses the differences in attitudes and opinions that ultimately affects
how they see and use hospitality. When we look at what influences venue
choice, the key elements - quality, range, value for money are still at the
top for Gen Z, so there’s no need to reinvent the wheel. What what we DO
need to do is look at the significant differences in the thoughts and
feelings towards technology, alcohol and diets, that will allow venues to
make themselves attractive to this age group. 

We have produced this report using KAM research from over 1,000 Gen Z
respondents throughout 2023, with robust comparisons against other key
age groups, namely; Gen X (ages 42-57), Millennials (ages 26-41) and
Golden Years (ages 65+) as well as comparisons to our inaugural Gen Z
research report back in 2019. We have produced this exclusive report to
help hospitality businesses, brands and industry experts get to grips with
the core differences in attitude and behaviour of this generation. Every
year, the number of Gen Z spending in hospitality is growing- and many
are not even 18 yet, therefore, familiarising yourself with how Gen Z think
and act will give you a head start to winning their spend.

Laurence Brown, Senior Insight Manager, KAM

All data sourced in this report is provided by KAM unless otherwise stated. This
report cannot be reproduced or shared without prior permission from KAM. KAM
Limited 2023© All rights reserved.

Contact us:kaminsight.com // hello@kaminsight.com



03

Exploring Gen Z.
This report explores the attitudes and behaviours of the Gen
Z (18-27) age group to understand what makes them tick,
including…

04 The breakdown. Top-line macro headlines covering
thoughts, levels of optimism and current concerns.

05 What it means for hospitality. How the Gen Z mindset
impacts hospitality choices.

06 Plan to Plate. What influences Gen Z’s hospitality venue
choice, how can we influence this.

07 Food glorious food. Gen Z are more aware, critical and
reactionary about their diet - how can we adjust our offer to
best serve them. 

08 The evolving alcohol mindset. Gen Z are moderating more
than older generations and trying more low and no products -
what does this mean for hospitality?

09 Building a connection. Engaging with Gen Z online and
building allegiances through subscriptions and loyalty
schemes.

10 Headlines. The top 5 takeaways.
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The breakdown.
Generation Z are less optimistic about
the future than they were 4 years ago.

56% Of Gen Z are optimistic
about the next 5 years,
compared to 80% back
in 2019

Cost of living and
housing costs are
their biggest
concerns. 

1 2 3Cost of
living

Housing
costs

Climate
change

Top 3 current concerns for Gen Z...

Looking to
the future.

58%
54%
50%
46%

Top importances for Gen
Z over the next year

Improving my finances

Spending time with friends & family

Taking care of my mental health

Taking care of my physical health

Source: KAM – Generation Z: All Grown Up Oct 2023
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What it means for
hospitality. 
How the Gen Z mindset impacts hospitality choices.

5x
Gen Z visit frequency, in
hospitality, is up 6% since 2021,
compared to an average decline
of 2% in frequency from all other
age groups. 

Venues more suited to
casual occasions are
popular with Gen Z.

44%Casual dining

QSR

City pub

Town pub

35%
32%
28%

Top venue types they would choose
to go out for food and/or drinks.

Activity and entertainment-led
hospitality is capturing the attention

and spend of Gen Z.

Of Gen Z have been to a competitive socialising
venue (v 39% other age groups)

Of Gen Z are visiting competitive socialising venues
more now v 12 months ago (v 9% other age groups) 

82%
53%

Source: KAM – Generation Z: All Grown Up Oct 2023

Gen Z visit frequency
(per month) to a pub,
bar, or restaurant 
in 2022
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Plan to plate.

Source: KAM – Generation Z: All Grown Up Oct 2023

What influences Gen Z’s hospitality
venue choices?

The hospitality basics such as a great food and drink
offer, friendly staff and atmosphere remain the most
important factors for Gen Z when choosing a venue. 

73%
Good
quality
food

57%
Range
of
drinks

55%
Value
for
money

Top 4 most important factors when choosing a venue to go out for food and/or drinks 

45%
The
atmos-
phere

However, Gen Z over-index in certain aspects of the hospitality
experience; delivering against these areas of need can ensure
we attract them - and keep them coming  

Quality and
availability of
WiFi

x2.6
The decor of the
venuex1.6

Choice of
premium foodx2.4

Outside space
and seatingx1.5

Digital order and
paymentx1.8

Choice of low &
no optionsx1.3

Drinks
promotions and
offers

x1.3 Quality of drinks
serve x1.2

X times ‘more likely’ that Gen Z would demand these factors from hospitality
venues, compared to other age groups.
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Food glorious
food.
Gen Z are more aware and critical of their diet. 

Source: KAM – Generation Z: All Grown Up Oct 2023

To attract Gen Z, menus need to be more accommodating...

53%
Of Gen Z are meat
eaters v 62% for
other age groups

13%
Of Gen Z are

veggie v 6% for
other age groups

11%
Of Gen Z are flexi

v 16% for other
age groups

6%
Of Gen Z are

pesci v 4% for
other age groups

3%
Of Gen Z are

vegan v 2% for
other age groups

Venues also need to be aware specific food types. Gen Z are
more likely to be trying to avoid the following now compared to
4 years ago...

13%
Of Gen Z are

avoiding lactose v
9% in 2019

10%
Of Gen Z are

avoiding sugar v
6% in 2019 

10%
Of Gen Z are

avoiding dairy v
8% in 2019

9%
Of Gen Z are

avoiding gluten v
6% in 2019 

9%
Of Gen Z are

avoiding carbs v
4% in 2019 

Despite health and diet demands, Gen Z cook from scratch the least out of all
age groups, likely driven by skillset and lifestyle. Therefore, the demand for
hospitality is there. Meeting their unique demands can be a catalyst for
growth.
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The evolving alcohol
mindset. 
Gen Z are moderating their alcohol intake more than
older generations and trying more low and no
products.

Source: KAM – Generation Z: All Grown Up Oct 2023

6in 10
Gen Z said they were looking
to moderate their alcohol
intake in 2023 v 2022 
Compared to 5 in 10 of all other age groups

3in 10
Gen Z said they are drinking
more ‘low & no’ drinks in
2023 v 2022 
Compared to 1 in 4 of all age groups (1 in 5 for 55+) 

12% Of Gen Z say that a poor low & no drinks range
would put them off returning to a specific pub or
restaurant in the future

21%
Alongside low & no, Gen Z also value the ‘quality of
drinks serve’ - for both alcoholic and non-alcoholic
drinks, with 21% more saying this is important to
them than all other age groups, suggesting that
‘experience’ is king/queen!
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Building a 
connection.
Engaging with Gen Z online and building
allegiances through subscriptions and
loyalty schemes.

1 2 3Recommend-
ations from
friends &
family

Online
reviews

Brand’s
social
media
profiles 

Top 4 influences on which brands Gen Z would be loyal to 

4 Social
media
influencers

Gen Z want to be ‘in touch’ with their favourite hospitality brands with
Instagram leading the way.

50%

Instagram

22%

TikTok

22% 20%

Emails Twitter/X

10%

WhatsApp

Top 5 most popular ways in which Gen Z want to ‘stay in touch’ with their favourite hospitality
brands..

Source: KAM – Generation Z: All Grown Up Oct 2023

34%

They have an appetite for loyalty and subscriptions to provide value
for money and allow them to showcase their brand devotion. 

Of Gen Z
have a QSR
loyalty ‘card’ 22% Have a casual

dining loyalty
‘card’ 11% Have a

coffee shop
subscription
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Headlines.

Levels of optimism are down for Gen Z. Yet,
frequency of visits to hospitality remains high as
socialising is a key behaviour of this generation.

They are more likely to demand ‘experiences that they
can’t easily replicate at home’ – this generation are
driving the boom in competitive socialising.

They have more awareness of their diets, and
therefore have greater expectations of what venues
need to deliver to make them happy and keep them
coming back

Gen Zs are moderating more and have a greater
demand for low & no products than other age groups.

Building relationships online is integral to how Gen Z
build loyalty with their favourite brands.

Source: KAM – Generation Z: All Grown Up Oct 2023
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About KAM.
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VISIT // KAMINSIGHT.COM

CONTACT // HELLO@KAMINSIGHT.COM

https://kaminsight.com/
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